












　The  author predicted in 1980 that CPGM, i. e. consumer packaged goods manufacturers, might shift their
promotion emphasis in the next stage from mass media advertising to the in-store promotion. This is a study to
verify that the prediction has proved to be correct. The annual reports of CPGMs were analyzed focused on sales
promotion and advertising expenses.
　The results of this analysis verifies original prediction and points out the causes of these changes.
銘柄決定、店頭購買行動調査、1980年の予言、立証、マス広告、店頭マ－ケティング、日用消費
財、プロモーション戦略
consumer packaged goods, manufacturer, advertising, in-store promotion, verify, 1980’s prediction,
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